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Summary
There is  an increasing recogni t ion of  the importance of  cu l ture and her i tage for  tour-
is t  mot ivat ion,  behaviour  and exper iences.  Est imates vary according to def in i t ions,
but  s tat is t ics indicate the potent ia l  s igni f icance of  cu l tura l  tour ism in the g lobal  mar-
ket. For instance, the World Tourism Organisation (VVIO) estimates that cultural
tour ism accounts for  37o/o f  a l l  tour is t  t r ips (McKercher,  2002a).  Many studies of  cu l -
tura l  tour ism focus on document ing the s ize of  the market ,  rather  than examining the
nuances that  ex is t  (McKercher,  2002),  which may l imi t  understanding of  important
n iches (Hughes & Al len,  2005).  One reason why cul tura l  tour ism remains poor ly  un-
derstood is  that  the ear ly  s tage of  research focused expl ic i t ly  on the mot ives of  tour-
is ts  who v is i t  cu l tura l  her i tage dest inat ions.  The overal l  a im of  th is  s tudy is  to  under-
stand the behaviour  and the exper ience of  tour is ts  v is i t ing cul tura l  s i tes and at t rac-
tions during hotidays. The research questions of this study were as follows: First, how
can cul tura l  tour ism be def ined in terms of  the exper ience of  the tour is t? Second,
how can the terms cul tura l  tour ism be operat ional ised in  re lat ion to t ime spent  and
importance of  cu l ture in  the vacat ion? Thi rd,  what  determines the nature of  exper i -
ence? Fourth,  which components of  exper ience p lay a ro le in  the exper ience of  cu l -
ture whi le  on hol iday? And f i f th ,  what  is  the d i f ference/re lat ionship between expec-
tat ion and exper ience in th is  respect? The operat ional isat íon of th is  PhD research
study consisted of one pilot project, an explorative case study and a final empirical
study - tele-survey. Chapter two explores and provides an overview of the l iterature
on the importance of  t ime-space behaviour  in  re lat ion to cul tura l  tour ism, ident i f íca-
tion of the tourist recreation complexes, the time-space analysis, tourist recreation
complexes as a network, activlty-based approaches and models and approaches for
analys ing t ime-space and i ts  contr ibut ion to tour ism. In chapter  three,  the theoret ica l
perspect ive concerning the several  features has been developed,  which inc lude:  the
consumpt ion of  tour ism, consumpt ion and cul tura l  change,  tour ism and consumpt ion
cul ture,  the mistake of  homogenisat ion,  postmodernism, tour ism and post- tour is t 's
Íeatures,  tour is t  behaviour ,  tour is t  typologies and the s igni f icance and the need of
tour ism typologies,  mot ivat íon,  exper ience of  tour is t  and f ina l ly  the components of
exper ience.  A f ina l  quest ionnaire was const i tu ted f rom al l  these features that  were
discussed in th is  chapter  (see chapter  5) .  Chapter  four  is  the par t ic ipat ion wi th the
ATLAS Cultural Tourism Project (Association for Tourism and Leisure Education). The
"NHTV Breda Univers i ty  of  Appl ied Sciences" is  one of  the col laborators of  th is  re-
search pro ject ,  and students labour has been used f rom the NHTV in conduct ing th is
survey.  The main a im of  th is  input  was to test  the quest ions on expectat ions,  exper i -
ence,  t ime spent  and the importance of  cu l ture dur ing a hol iday and perhaps get  in-







ings of ATLAS pilot project, basic assumptions and detailed research questions were
formulated. Chapter f ive was the application of theory (chapter two) to the practice,
which presents the outcomes of the exploratory case study of t ime-space behaviour
of visitors in Breda, The Netherlands. This study reveals how tourists assemble the
essential elements of a day trip in quite different ways. Tourists combine various ac-
tivit ies to do and to see in Breda. Two models were shown in terms of their activit ies,
and how these tour is ts  behave in terms of  t ime and space.  Demonstrat ions of how
different the time-space paths of individual tourists to Breda were revealed. Knowl-
edge about  the behaviour  of  tour is ts  in  terms of  t ime and space st rongly contr ibutes
to the awareness of mutual connections between different tourist sites and locations.
In th is  way,  s tudies on the behaviour  of  tour is ts  in  t ime and space can a lso improve
the awareness of  the st rengths and l imi tat ions of  a dest inat ion.  Cul tura l  and her i tage
sites consumed differently by different visitors and the management of these sites
depend on understanding the way tour is ts  consume these at t ract ions.  The l i terature
on the cul tura l  tour ism market  is  s t i l l  largely  in  i ts  in fancy,  wi th the major i ty  of  s tud-
ies st i l l  in terested in  document ing the s ize of  the assumed cul tura l  market ,  rather
than examining the d i f ferences that  ex is t  wi th in th is  market .  What  is  less wel l  under-
stood is that the different segments have different interests in and abil it ies to con-
sume cul tura l  and her i tage tour ism products,  which t ranslates in to qui te d i f ferent
behaviour .  Chapter  s ix  is  the f ina l  empir ica l  s tudy.  l t  consis ts  of  two par ts .  The f i rs t
par t  expla ins the methodology,  the te lephone-survey,  and the operat ional isat ion.
The second part introduced the findings and the analyses of the tele-survey. These
f indings made an at tempt to answer the object ives of  th is  s tudy,  which are out l ined
in chapter  four .  The f ina l  chapter  (chapter  seven) conta ins the conclus ions,  impl ica-
t ions and future research.  This s tudy ident i f ied heterogenei ty  among tour is ts  v is i t ing
cul tura l  and her i tage s i tes in  The Nether lands,  and found s igni f icant  d i f ferences be-
tween groups in  terms of  t ime spent  and the importance of  cu l ture dur ing hol idays. .
This f ind ing contradic ts  the content ion that  most  tour is ts  to cul tura l  and her i tage
sites are generalist recreation visitors and these sites are visited because of the con-
venient  locat ions (Balcar  and Pearce,  1996;  Prent ice,  1993b).  Al though the numberof
segments or clusters varies from one study to another, cohesion between these find-
ings and previous research is  that  a cont inuum of  the cul tura l  tour is t  segment  seems
to exist. Typology of cultural tourists was proposed based on the time spent at cul-
tura l  s i tes and at t ract ions and the importance of  cu l tura l  e lement  dur ing a hol iday.
Five types of cultural tourists were identif ied, ranging from those for whom culture
play no ro le and spent  var ious hours at  cu l tura l  s i tes,  to  those who were h ighly  mot i -
vated to t ravel  for  cu l tura l  reasons (or  the cul tura l  e lements are very important  dur ing
a hol iday) ,  and spent  a lso var ious hours at  cu l tura l  s i tes and at t ract ions.  This s tudy
reveals that  the main key and pr imary e lement  is  fami l ies and f r iends as the basis  for
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r  are very important  dur ing
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rnd f r iends as the basis  for
the exper ience and subsequent ly  comes cul tura l  tour ism as an e lement  in  the vaca-
tion experience. In reality, it makes no difference what tourists visit in terms of cul-
ture but  i t  makes a d i f ference i f  they v is i t  a  cul tura l  s i te  together  wi th fami l ies and
friends that may make the quality of experience deeper and more interesting. This
f inding corresponds wi th the 
'cu l ture-per ipheral '  o f  Hughes (2002)-  Hughes argues
that  tour is ts  at  museums, h is tor ic  bui ld ings,  ar t  gal lery or  theatre can be c lass i f ied as
'cu l ture-core 'or 'cu l ture-per ipheral ' .  In  terms of  
'cu l ture-per ipheral ' these tour is ts
wi l l  be away f rom home pr imar i ly  for  other  reasons than cul ture,  such as want ing to
enjoy scenery or  v is i t ing f r iends and re lat ives (VFR).  They are at  a museum or  a thea-
t re only  as par t  of  a s tay away f rom home, which is  for  another  reason.  Cul ture is  not
the core of  the v is i t  but  is  outs ide that ,  a t  the per iphery.  l t  was ident i f ied in  th is  s tudy
that  tour is ts  v is i t  cu l tura l  her i tage for  d i f ferent  reasons and indicated that  tour is ts
are in terested in  d i f ferent  exper iences;  ome want  to learn about  Dutch cul ture whi le
others want  to spend more t ime wi th fami l ies and f r iends whi le  consuming cul ture.
This should in f luence the market ing of  such p laces.  For  example,  i t  may be more ap-
propriate to target the market in different ways, rather than provide just 
'straight
away/direct ranslation of a marketing promotion when different target markets ex-
is t  (as common for  cu l tura l  and her i tage s i tes nowadays)  (Por ia,  But ler  and Airey,
2006).  This  of  course is  ca l led segmentat ion,  separat ion and target ing.  Once tour is ts
are at  the s i te ,  they can be provided wi th d i f ferent  in terpretat ions.  Cul tura l  and her i -
tage managers hould p lan thei r  in terpretat ion in  l ine wi th these f ind ings,  One form
of  in terpretat ion should be provided for  those who want  to learn and another  for
those who'seek to go beyond knowledge- to engage the senses and emot ions of  the
visitor' (Black, 2OO1:128). Findings of this study are central to the debate about a
cul tura l  tour ism def in i t ion.  ls  i t  possib le to determine i f  a  tour is t  t r ip  is  cu l tura l  by the
act iv i ty  i tse l f  or  by the 
'cu l tura l  in tent ' ,  ' t ime spent '  or ' the importance of  cu l ture '
pursued by the tourist? Answering this question, indeed, requires additional
thoughts and research.
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